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ABSTRACT 
A study was conducted to identify the impact of eCRM on online shopping behavior. 
Online shopping is becoming more and more popular in our daily life. In order to 
improve performance of online business, many companies equip their websites with 
eCRM and hopefully the newly invented tools help. However, the benefits of eCRM are 
still unknown to managers. It would be a critical issue for a manager to understand if 
there and how eCRM impacts website performance. Thus a study is conducted to 
examine the effect of eCRM to a website. It is observed that perceived convenience, 
perceived responsiveness and perceived disadvantages significantly affect the shoppers' 
attitude towards online shopping while only perceived responsiveness significantly 
impacts shoppers' attitude by mediating perceived responsiveness. A conceptual model 
is built based on Attitude-toward-Behavior Model and product characteristics influencing 
diffusions of innovation. In doing the experimental research, subjects were divided into 
two groups, one with the exposure to eCRM and the other without. The results, 
managerial implications and limitation will be discussed. 
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Before 1990s, it was difficult for us to imagine that there would be a mean of mass 
communication other than traditional media such as newspaper, magazine, radio and 
television. People came to realize that a new and revolutionary era was imminent when 
Internet technology was being launched in the market of information. By observing the 
penetration power of Internet, many companies head to the fantastic E-Business world 
and hopefully would enjoy a considerable amount of both tangible and intangible return. 
It would be important to answer why the visitor visit the product but not buy it, 
visitors leave their shopping cart at checkout, whether checkout process is too long and 
where the visitors come from etc. Answering these questions is the basis for the fastest 
growing area of the software industry-electronic customer relationship management 
(eCRM). eCRM is divided into three major fields: e-marketing, e-services, and e-sales. 
The area of eCRM most concerned with using knowledge gathered about customers can 
be further broken down into three overlapping subcategories: analytics, e-marketing, and 
personalization. E-marketing would be the most important equipment when dealing the 
interface connecting companies and their customers as it is the tool to actively reach 
customers. 
By adopting e-marketing, the growth of e-business and the continuing rise in the 
volume of online transactions allow consumers to contact companies in various ways. 
Nowadays, the concept of "e-customers" operates in a multi-channel context aligned with 
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the ability to solicit information via phone, fax, e-mail, Web sites, online chat groups, 
VOIP (voice over IP) calls, to supplement the old-fashioned face-to-face communication. 
This array of communication channels has given rise to a new demand-based business 
model in which customers determine how, when, and where they will be served. 
The spate of electronic business impacts on the companies is riot as simple as 
perceived. To make good use of information technology, companies must develop 
strategies to provide high level of service to customers across all of their communication 
channels, or risk losing customers to their competitors who offer better electronic 
customer services. Statistics highlights the effect of customer retention with the 
introduction of customer relationship management tools. According to a study by 
Jupiter Communications, an I-commerce research firm in New York, companies can 
boost profits by almost 100 percent by retaining just 5 percent more of their customers 
(Coopee 2000). 
With this in mind, organizations are turning toward eCRM (electronic customer 
relationship management) products as an option to help keep a watchful eye on their 
customer base. Putting an "e" in the front of "CRM" means that the application runs via 
the Internet to manage all electronic interactions between a company and its customers. 
In addition to increasing customer service efficiency, these solutions are said to be able to 
help grow brand awareness, foster product loyalty, and promote cross- and up-selling -
the process of suggesting new, more expensive items to a customer related to what the 
customer has purchased in the past. 
Electronic customer service does not have to be rocket science. The challenge is to 
marry that knowledge with technology and operations. An ideal solution incorporates a 
blend of interactive features that support comprehensive customer service. That means 
a combination of e-mail response, interactive self-help applications, and live text chat 
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which give a web site a personal service touch. This will pay off in more online 
transactions and return users. 
Review On Online Shopping 
As getting access to Internet becomes popular, more users browse Internet for 
information frequently. Inevitably, commerce put on the web to widen the scope of 
exposure to more net surfers with less cost. E-commerce is blooming and expected to 
flourish even faster in the soon future. Forrester Research estimates that online sales in 
the USA amounted to $7.8 billion in 1998, and forecasts that this form of electronic 
commerce will reach $108 billion by 2003 (Ward and Lee, 2000). 
As expected, some first movers did achieve their goals by putting or starting their 
trading business on Internet. Like Charles Schwab, who extends her original business 
into the web market and becomes a 'click and mortar' trading place. Charles Schwab 
Corp. is a discount brokerage firm launched in 1975 and went public in 1987. In 
October of 1995, Schwab introduced e-Schwab in which the investors can trade the stock 
on-line and obtained financial information. Since then on-line trading has taken up over 
50% of its total trade volume. 
Unfortunately, the beautiful commercial miracles only account for a small 
percentage of the admirers. Thousands of dot.coms failed to survive through the burst 
of so-called high technology legend and collapsed, suffering from high bum rate at the 
beginning stage before building up the critical mass which actually is the source of profit 
in the virtual business place. It sheds the light on how to develop a website of high 
visitorship which in turn brings new business potential. 
Review On eCRM 
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With the recognition of the importance of customer-oriented website design, the role 
of interactive customer relationship of a web is considered to be one of critical elements. 
By introducing interactive communication media, electronic trading places enable mass 
customization which is their advantage over their traditional counterparts. Among the 
various Internet application tools, real-time applications such as real-time chatting are 
very popular because of their ability to provide service similar to telephone hotline 
inquiry. 
As eCRM become popular, more and more professionals specify in providing the 
eCRM solutions to companies. For example, InstantService.com, a provider of 
real-time Web-based communications technology and eCRM integration for e-commerce 
sites, has announced the release of three new features: Destop Streaming, Smart Button 
and Reseller Administration. These features aim to provide users with competitive 
functionality to their customers. Another company called TeleTech International, an 
eCRM solution provider, perceives eCRM as being "fast, flexible and highly scalable." 
TeleTech's eCRM solution aims to deliver the people, processes, technology, 
infrastructure and strategies to companies, who in turn service and support their 
customers across all communication channels. TeleTech's vice president finance and 
operations, Dwin Tucker, believes this offers the client a range of customer contact 
possibilities. 
On the other hand, some scholars suggest that before spending a great deal of time 
and money creating web-based chat areas, it is better to consider which Internet 
technology best accomplishes the business objectives (Vassos, T., 1996). Other 
outbound strategies like email, being web wired (linkage with hundreds of search engines), 
being real wired (integration with real-world marketing strategies) etc. may do a better job 
of helping you meet your objectives, although they do not take place in real time. 
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So, how will the customer relationship management tools be the most effective? It 
is an insightful question that arouses managerial attention in every company going for its 
Internet age. 
To help the net business making better use of real-time chatting as a means of 
customer service, it will be inspiring for the adopters to understand the effect of 
introduction of online chatting tools. In this paper, we would like to examine how live 
chat technique contributing to the customer satisfaction and buying attention of 
customers toward Internet trading place. Below further discussion, we introduce some 
of the various types of alternative means to handle customer inquiries online, and their 
brief descriptions. 
E-mail Management System 
E-mail is becoming one of the major formats of communication with customers. A 
report published in May 2000 by Datamonitor said that by 2003, more than 20% of 
customer contacts with businesses would be through e-mail, as compared to an average of 
5% in 1999. In November 1999, Socratic Technologies reported that 73% of online 
customers named e-mail as their first choice for customer service. 
Rapid e-mail response and e-mail management ultimately will help gaining the 
loyalty of your customer, increasing service levels, and in turn generating growth in 




While e-mail-based customer service is the preferred approach for many customers, 
some of them are impatient and want instant information. To avoid the risk of losing a 
customer, every e-service strategy should incorporate an effective self-service solution. 
When visitors come to your Web site, they want it to be easy to use, they ask for specific 
information available on the site to make buying decisions or solve problems, and they 
need fast answers. 
A self-help function lets customers search a knowledge base without the assistance 
of a customer service representative. This search may be in the form of a frequently 
asked questions (FAQ) set or a knowledge base that offers search capabilities by keyword, 
key phrase, or browsing help topics. Self-service may also allow customers to track 
orders or the status of their accounts online without human intervention. 
Live Text Chat 
One of the most important components of full, high-quality online customer service, 
is the option of real-time collaborative dialogues (text chat) online. By offering 
technology that incorporates the human touch, businesses can actually reduce operational 
costs while providing Web visitors with superior service. Online reps can answer 
questions in real-time, up-sell products, and complete the ordering process for customers 
who have problems in using other electronic services provided. Since more than 60% of 
Web visitors still have only one phone line for their telephones and Internet access, online 
communication solves customer problems immediately without hanging up the Internet 
connect to make a separate telephone call. 
Different levels of chat functions are now available on the market. The most 
effective use is an integrated interface so the visitor's browser can display Web pages 
while conducting online text dialogues. This means customers and representatives are 
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able to view screens concurrently and "discuss" what they are seeing. Service 
representatives can actually provide navigational assistance and browse collaboratively 
with a Web visitor. 
The sophisticated systems also enable service representatives to push Web pages, 
slide shows, text files, and even video to customers - all while holding an ongoing, 
text-based conversation. This function can be used in quickly resolving problems and 
delivering prices, product information, and order forms to customers. 
Some text chat systems allow customer service representatives to switch between 
customer conversations just as you can toggle between applications on a desktop. In 
this case, up to six customers at a time can be serviced by one representative, producing 
significant efficiencies over telephone calls that bind one representative to one customer, 
and often resulting in considerable phone charges. 
As with e-mail management and self-help functions, a chat knowledge base should 
be integrated with your other knowledge repositories. If representatives have access to 
libraries of frequently referenced Web pages, scripts, sayings, and presentations, they can 
not only assist multiple customers at the same time and save keyboarding time, but 
customers will receive consistent responses that ensure quality and improve service. 
Chat applications increase service in more than one way. Reports and transcripts 
from online conversations give your business the information needed to fine-tune 
operations for optimum performance. Information from the customers can be used to 
improve service or to develop new products and services. 
Voice over IP (VOIP) 
With voice over IP engines, customers can literally speak to support reps without a 
telephone. Interactive voice solutions are very easy to use and provide e-commerce 
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based companies the opportunity to increase online sales by giving visitors to their site 
the ability to communicate and get questions answered at their crucial point of purchase. 
When a visitor to your website clicks on your Internet voice buttons, a small voice 
client plug in auto-installs into the customer's browser. A client can then have verbal 
conversation with a customer service representative. 
This service connects consumers instantly and directly from their PCs to a customer 
service representative's regular office phone. It also service allows a company to deliver 
the ultimate online customer service, the "human voice," and possibly turn curious 
visitors into instant customers. 
Objective 
Believing the movement of costly customer services to the Internet is critical to 
staying competitive, online companies all flock to adopt eCRM on their websites. They 
are convinced that these eCRM solutions can be deployed and managed to improve 
customer service while providing increased revenues and decreased costs for companies. 
In a recent report, Boston-based AMR Research predicts that the worldwide eCRM 
market, valued at $4.4 billion in 1999, will balloon to $20.8 billion by 2004. 
In an attempt to promote their products, eCRM solution providers always claim that 
eCRM increases customer satisfaction and loyalty by providing customer services as in 
the case in offline businesses. Up till now, we just see the research studying the impacts 
of security, gender, etc on online shopping. But there is not any academic research 
supporting the above argument. The purpose of this project is to examine if eCRM has 
any influence over the customer's intention to purchase online. If there is any, how does 
eCRM influence customer's intention to purchase online? Will the influence impact 
directly or indirectly? 
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The conceptual framework used to study the impact eCRM on online shopping 
intention will be discussed in the next section. This will be followed by methodology, 
findings, and discussions. Finally, the managerial implication, limitation and future 





The guiding research premise of this study is that online shopping is rational, 
systematic, and thoughtful rather than impulsive or primarily under the control of 
unconscious motives. As such the attitude-toward-behavior model (Ajzen and Fishbein, 
1980; Fishbein and Ajzen, 1975) provides a suitable framework for conceptualizing 
online shopping behavior. Figure 1 depicts the conceptual model used in this study. 
According to the model, presence of eCRM has a direct impact on perceived convenience, 
perceived responsiveness, perceived disadvantage and perceived ease of ordering. 
These online shopper's perceptions, in turn, affect attitude towards online shopping. 
Each of the causal relationships in our model is discussed in the following section. 
(Insert Figure 1 here) 
The Effects of eCRM on Online Shoppers' Perceptions 
Online shopping is still considered to be an innovation in shopping behavior. As 
such, the framework, which examines the diffusion of new products, provided by Rogers 
(1995) is appropriate to conceptualize the online shopping behavior. According to 
Roger, the rate of diffusion is determined by five product characteristics that influence 
consumer acceptance of new products: 
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1. Relative advantage 一 the degree to which potential customers perceive a new product 
as superior to existing substitutes 
2. Compatibility - the degree to which potential consumers feel a new product is 
consistent with their present needs, values and practices 
3. Complexity - the degree to which a new product is difficult to understand to use 
4. Trialability - the degree to which a new product is capable of being tried on a limited 
basis 
5. Observability — the degree to which a product's benefits or attributes can be observed, 
imagined, or described to potential customers. 
Rogers suggested the relative advantages and all disadvantages perceived by 
customers affecting the acceptance of innovations. As a newly invented product, eCRM 
can be described by Rogers's framework. Observed from our focus group, relative 
advantages of eCRM includes perceived convenience, perceived responsiveness, 
perceived disadvantages and perceived ease of use. However, study of eCRM is still a 
new research area in the business sectors. It is difficult for managers to obtain evidence 
in supporting the positive impact of eCRM on perceived convenience, perceived 
responsiveness, perceived disadvantages and perceived ease of use. 
Perceived convenience concerns how efficiency the websites are including loading 
time, information availability and function provided. Perceived responsiveness refers to 
the customer service offered e.g. live chat, interactive self help and email. Subjects 
considers price and risk to be the perceived disadvantages when undergoing transaction 
over the website. Finally, perceived ease of use is obviously related to design of website 
if it is user friendly and easy to understand. 
However, study of eCRM is still a relatively new research area in the business 
sectors. It is difficult for managers to obtain evidence in supporting the positive impact 
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of eCRM on perceived convenience, perceived responsiveness, perceived disadvantages 
and perceived ease of use. 
From our focus group interview conducted in the early stage of the study, it was 
found that convenience played an important role in online shopping behavior. These 
findings were supported by other research papers. As suggested in Wall Street & 
Technology (2001), eCRM should be used as a way to deliver more value-added services 
in terms of convenience and risk to customers to help them feel more in control of their 
financial well being. 
Adopting the multi-channel "anytime, anywhere" capability of eCRM is no longer 
an option but a necessity for future success (Michna 2001). Better customer service 
leading to customer loyalty can be observed by deploying eCRM. By helping you 
strengthen customer relationships, eCRM is believed to be helpful in boosting profits. 
Since loyal, repeat customers buy more, increasing revenue. And it costs less to sell to 
repeat customers, slashing sales costs and increasing profitability. eCRM also provides 
companies with a wealth of customer data that companies can leverage to grow the 
customer base through better management of each and every customer interaction, 
including cross-sell, up-sell and highly targeted marketing campaigns. 
The critical function of eCRM solutions is to consolidate information into a single 
view that includes customer profiles, orders, service requests and any other inquiries or 
communications. eCRM provides a solution that brings them all together for each and 
every customer contact (Byrd et al. 2001). eCRM is believed to allow customers 
ordering easily and conveniently. 
The above hypothesis is supported by the research of Gefen and Keil (1998), which 
studied the impact of developer responsiveness on perceptions of usefulness and ease of 
use. The results of the study revealed that, with the adoption of an expert system, 
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developer responsiveness strongly influenced both perceived usefulness and perceived 
ease of use of an information system. In the same line of argument, the adoption of 
eCRM should also influence the perceived ease of ordering. 
Gefen and Keil proposed that IS managers can influence both the perceived 
usefulness and perceived ease of use of an information system through a constructive 
social exchange with the user. One means of building and maintaining a constructive 
social exchange is through developer responsiveness, which represents user-developer 
interaction during information system development and implementation. In our case, 
eCRM can be also regarded as an information system, which supplement the online 
ordering process. Sales representative responsiveness to online shopper's enquiries is 
analogous with developer responsiveness. Interaction between the online shopper and 
the sales representative through eCRM is definitely a kind of social exchange, based of 
the definition of Social Exchange Theory. Therefore, according to the study of Gefen 
and Keil, eCRM influences the ease of ordering of a web site. 
According to the pretest, it is observed that both risk and price are grouped together 
to be perceived disadvantage which, is equivalent to the reversed factor described in the 5 
characteristics suggested by Rogers. 
Referring to above literature and academic papers, we suppose that the adoption of 
eCRM influences the beliefs including perceived convenience, perceived responsiveness, 
perceived disadvantages and ease of ordering of online shopping. On the other hand, 
the innovativeness impacts on the attitude regardless of the existence of eCRM, i.e. 
innovativeness is covariant in our model. After all, the attitude towards online shopping 
behavior may subject to the direct effect of eCRM. To study the impact of eCRM 
addressing the above issues, it is hypothesized that: 
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Hi： Using eCRM provided by a web site positively impacts on the perceived convenience 
of the web site 
H2： Using eCRM provided by a web site positively impacts on the perceived 
responsiveness of the web site 
H3： Using eCRM provided by a web site negatively impacts on the perceived 
disadvantages of the web site 
H4： Using eCRM provided by a web site positively impacts on the perceived ease of 
ordering of the web site 
The Effects of Online Shoppers，Perceptions on the Attitude Towards Online Shopping 
Reported by the Appraisal Journal (Jan 1999), the success of electronic commerce 
can be attributed to the convenience with which customers can sift through vast amounts 
of information and place their orders. Shopping has become free and less time 
consuming. It has also eliminated the worry of parking. A major advantage of online 
shopping is that it enables consumers to engage in comparison shopping with an ease that 
cannot be replicated easily in the physical world (Spiteri 2000). Customers feel more 
positive towards retail online shopping than traditional way. Similar findings were 
suggested by Richmond (1996), who said that, with online shopping, potential selling 
time expanded to 24 hours a day and 7 days a week. For consumer, the depth and 
breadth of product offerings available is no longer limited to a fifteen miles radius of his 
home. He can choose products from the comfort of his den, at a time that suits his 
schedule. It is believed that perceived convenience of online shopping affects the 
attitude of the online shopping behavior. 
According to Rogers' framework, relative advantages also determine rate of 
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adoption of new technology. It is reasonable to further develop that the adoption of 
technology impacts the attitude towards the new technology. Moreover, as mentioned 
above, relative disadvantages also affect the acceptance of new technology. Therefore, 
it would be logical for us to deduce the relationship between the relative advantages and 
disadvantages and attitude towards the new technology. 
From our focus group interview, it is found that customers appreciated the use of 
eCRM because they could get customer services as they could do in real-life shopping. 
Kiko Inc. (an online company that has adopted eCRM) is committed to helping parents, 
teachers, organizations and businesses create and organize the best learning content on 
the Internet. MicroStrategy's eCRM technology lets Kiko perform Web traffic analysis 
to leam who visited its Web site, what the most popular subjects are, and how often 
visitors return. Kiko uses the uncovered insight to gain a full understanding of 
customers' needs in order to serve them more effectively. With MicroStrategy, Kiko is 
building a powerful learning community that serves a variety of audiences. Jumpy, 
another online company using eCRM, also claims that eCRM helps customers to reach 
the company with information they want and wherever they are. 
Perceived disadvantages including risk and price are also expected to be the 
determinant of attitude towards online shopping. When there is significant concern 
among Internet-based consumers regarding the security of their purchasing activities, this 
security concern will outweigh the merits offered by the medium (Fumell et al., 1999). 
Richmond (1996) also pointed out that the reasons frequently given for shopping online, 
"to save time" and "convenience" do not appear to be strong enough to overcome the 
negatives of online shopping, most frequently cited as "concern over quality" and 
"concern about security". Since online retailing began, the quest has been on to help 
shoppers find the best prices (Mullaney 1999). Since security concern and higher prices 
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due to additional charges are so important, we expect that price and risk during the 
purchasing process will be the perceived relative advantages of online shopping activities. 
Based on the above supportive evidence, it is hypothesized that: 
Hs： Using eCRM provided by a web site positively impacts on the attitude towards online 
shopping of the web site. 
H6： Perceived convenience of a web site positively impacts on the attitude towards online 
shopping of the web site 
H7： Perceived responsiveness of a web site positively impacts on the attitude towards 
online shopping of the web site 
Hg： Perceived disadvantages of a web site positively impacts on the attitude towards 
online shopping of the web site 
H9： Perceived ease of ordering of a web site positively impacts on the attitude towards 
online shopping of the web site 
The Effect of Personal Innovativeness on the Attitude Towards Online Shopping 
Though online shopping has already attracted many fanatics in some parts of the world, it 
is still considered to be an innovation in shopping behavior. As such, the framework 
examining the diffusion of new products provided by Rogers (1995) is appropriate to 
conceptualize the online shopping behavior. In this framework, compatibility is one of 
the characteristics affecting the rate of diffusion. Consequently, online customer with an 
innovative mind is more likely to try online shopping because the customer feels that the 
innovative idea of online shopping is consistent with his present needs, values and 
practices. This hypothesis was proved by Limayem and Khalifa (2000), who claimed 
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that personal innovativeness would be the covariant on attitude and intentions to shop 
online and would affect the online shopping behavior. It is presumed that the customers 
will favor online shopping if the degree of innovativeness is high which leads to a 
correlation between innovativeness and attitude towards online shopping. Thus, we 
come up with the last hypothesis: 
Hio： Personal innovativeness positively impacts on the attitude towards online shopping 





To test the hypotheses, an experiment was conducted. One hundred and three 
university students participated the experiment and successfully completed the 
questionnaires. The sample was equally and randomly distributed between two 
experiments, one with the exposure to eCRM (52) and the other without (51). 
Participants were chosen based on their computer literacy. We wished to have a sample 
of the population who had accesses and previous experiences of using the Internet. The 
subjects ranged in age from 18 to 25，51% were female, and 32% had previous online 
shopping experience 
Procedure 
Each subject was randomly assigned to experiment 1 (without eCRM) or experiment 
2 (with eCRM). In both experiments, subjects were asked to read an instruction first, 
followed by a set of twenty-six questions. Questions in these two experiments are 
identical, but instructions are somewhat different. 
In experiment 1, subjects were asked to browse a website so that they could buy 
something from an online company (See Appendix 1). They were asked to read 
sufficient information (such as product prices, payment methods, delivery, etc) from the 
website. Then, they filled the questionnaires (See Appendix 2) that measured their 
perceptions and attitudes towards online shopping on that website. Subjects in 
experiment 2 did the same thing with the same website, except with an additional 
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instruction (See Appendix 3). They were asked to contact the customer service 
representative on that website using the online text chat provided, through which they can 
ask any question that they can think of (See Appendix 4). 
Measure 
There were six measures in our questionnaire, namely perceived convenience, 
perceived responsiveness, innovativeness, perceived disadvantage, perceived ease of 
process, and attitude towards online shopping. In the study, subjects were requested to 
indicate their perceptions by "answer according to your true feelings about the 
statements". 
Perceived convenience was measured on a 7-item, 7-point Likert scale anchored at 
"strongly disagree" to "strongly agree", which indicated subject's degree of agreement 
with each item. A sample item is “I can save a lot of time by shopping for gift online." 
Perceived responsiveness was measured on a 4-item, 7-point Likert scale anchored at 
"strongly disagree" to "strongly agree". A sample item is “I can contact the web site for 
more information easily." Innovativeness was measured on the same scale with three 
items, having a sample item of "I like to shop online for gift online before other people 
do." Perceived disadvantage was operationalized as a 4-item, 7-point Likert scale 
anchored at "strongly disagree" to "strongly agree". A sample item is “It is risky to buy 
gift online because I cannot see the gift by my own eyes." Similar scale was used to 
measure the 2-item perceived ease of order. Finally, overall attitude towards online 
shopping and buying intention on that website was measured on a 4-item, 7-point Likert 
scale, anchored at "strongly disagree" to "strongly agree". A sample item is "If I need 
to send a gift, I intend to order it from the web site." 
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Data Analysis 
To test the effect of exposure to eCRM on online shopper's perceptions and attitude 
towards online shopping, as well as the causal relationships among these constructs, 
one-way MANCOVA by path analysis suggested by Bagozzi and Yi (1989) was used in 
this study. The model is shown in Figure 2. Since presence of eCRM was a 
categorical variable (with a value of 1 for presence of eCRM and a value of 0 for absence 
of eCRM), a pseudovariable (i.e., "one") was added as the indicator of a second latent 
variable and the augmented matrix was used in the LISREL analysis. For a detailed 
explanation of this procedure, see Bagozzi and Yi (1989). 
(Insert Figure 2 here.) 
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CHAPTER IV 
RESULTS AND FINDINGS 
Assessment of the Measures 
Model fit 
The structural model specifies the causal relations among the latent variables and 
described the causal effects and amount of unexplained variance. An initial matter, 
however, is whether or not the maximum likelihood estimates for the conceptual model 
provides a satisfactory fit to the data. The { value (x^=66.91, p=0.00) indicated that the 
model did not adequately accounted for the relationship between the observed sample 
covariance and the hypothetical population covariance. The model, however, could be 
considered as adequately fit according to Joreskog and Sorbom's (1989) goodness of fit 
index (GFI=0.87) and adjusted goodness of fit index (AGFI=0.52), Bender and Bennett's 
(1980) normed fit index (NFI=0.97), Bender's comparative fit index (CFI=0.97), and 
Bollen's (1989) incremental fit index (正1=0.97). 
In order to study if the questions belonging to the same construct measured the 
construct consistently, reliability test was conducted. The reliability of perceived 
convenience, perceived responsiveness, perceived disadvantages, perceived ease of 
ordering, innovativeness and attitude towards on online shopping are equal to 0.8403, 
0.8639，0.7338, 0.6914, 0.7901 and 0.8616 respectively. The reliability of all of the 
constructs can be considered as adequate according to Nunnally (1978). According to 
the threshold recommended by Nunnally (1978) for exploratory research, the questions 
were reliably measuring the consistent constructs. It is reasonable to use the mean of 
the items of the constructs to represent the constructs in the data analysis. 
* 
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Structural Model Results 
It is hypothesized in this study that presence or absence of eCRM has a direct impact 
on the attitude towards online shopping. It is also hypothesized that the impact of 
presence or absence of eCRM on attitude toward online shopping is mediated by online 
shoppers' perceptions. 
First, we would like to study the impact of eCRM on the four beliefs. The impacts 
of eCRM on perceived convenience, perceived responsiveness, perceived disadvantages, 
and perceived ease of ordering were examined individually. Among the four 
independent variables, only perceived responsiveness was significantly different with and 
without eCRM (丫21= 0.88, p<0.05) while perceived convenience (yii=-0.037), perceived 
disadvantages (y2i=0.12), perceived ease of use (丫41=0.27), attitude towards online 
shopping (丫51=0.18) are significant which showed that eCRM only affected perceived 
responsiveness (See Table 1). Results show that presence of eCRM affected perceived 
generated higher perceived responsiveness than absence of eCRM as hypothesized. The 
hypothesized mediating effect of perceived responsiveness on the relationship between 
presence and absence of eCRM is supported. 
Next, the relationships of the four beliefs, eCRM and innovativeness against attitude 
towards online shopping were studied. Results revealed that perceived convenience, 
perceived responsiveness, perceived disadvantages and innovativeness affected attitude 
towards online shopping (P51 二 0.4, p<0.05; P52 = 0.34, p<0.05; 053= 0.17，p<0.05; 
Y52=0.31, P<0.05), while there was no direct impact from either perceived ease of 
ordering or eCRM on the attitude towards online shopping. The results showed that 
attitude towards online shopping was affected by perceived convenience, perceived 
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responsiveness, perceived disadvantages and innovativeness. eCRM was proved to 




CONCLUSION AND IMPLICATIONS 
Managerial Implication 
E-commerce becomes the contemporary business environment. As more and more 
companies put their business in Internet, the implications obtained in the study 
demonstrate some important managerial issues regarding to online customer retention and 
loyalty. To enhance the performance of web sites, many of Internet solution providers 
suggest companies to install eCRM to provide added-value to customers and hopefully it 
will bring revenue to companies in return. "If you pulled the Internet away, we would 
have a small CRM industry. Because of the Internet, CRM is a 50%-plus growth 
industry," says Barton Goldenberg, president of a medical firm (Networkworld, 2000). 
New value-added services and applications like eCRM, that combine voice, video 
and data, are becoming the primary drivers of communications industry revenues. The 
companies developing these applications and services in creating hopefully achieve faster 
and better communications solutions at lower costs. 
Managers consider eCRM to be helpful in managing their customers better and the 
relationships with them by enabling business information flow, such as pricing, inventory 
and planning, in both directions. If managers do that and communicate more effectively 
with our suppliers, they will reduce their inventory across the board. 
However, it is not inexpensive to have web site equipped with eCRM. Besides 
additional technical maintenance of web site, online customer representatives are 
necessary to provide services which also incur extra costs. Before heading to the 
e-commerce era, it would be an approach to have a good understanding what the 
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company requires and how much it affords to pay. What kind of customers do they 
target at? What is the nature of business are they in? Is it justifiable to invest in 
developing eCRM? 
Referring to the results obtained in the current study, the customers' beliefs of 
perceived convenience, perceived responsiveness and perceived disadvantages influence 
their attitudes towards online shopping behavior while personal innovativeness acts as a 
covariant on the attitude. Particularly, the three positive beliefs are roughly as important 
as each other, so equal emphases on these three elements should be considered during 
website planning. It is evident that if the four elements are handled properly when 
managers establish their online shopping businesses, they will be the assets of a web site. 
On the other hand, perceived ease of ordering may not be an important determinant for 
web site performance. If may because sufficient information and customer services on 
the website can compensate the complexity of ordering. 
In order to make it more convenient to visitors, the design of website should be as 
convenient as it can be. For example, minimizing the downloading time and allowing 
visitors to search certain kind of information without surfing many pages. Also, when 
the visitors may go between two or more pages, e.g. visitors of websites of job posting 
may have to switch among several job advertisements at the same time, a separate 
window of information may pop out to facilitate visitors' search. If possible, eCRM can 
be operated 24 hours a day and 7 days a week which enables customers to look for help 
whenever they need. 
As perceived disadvantages including risk and price also affect the attitude towards 
online shopping, the host of a website should also consider the transaction risk which 
refers to payment ways and delivery methods. Confirmation of payment and date of 
delivery can be emailed to buyers right after purchase in order to provide the sense of 
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security to buyers. 
Regarding to perceived responsiveness, not only its direct effect on attitude towards 
online shopping created by the website is observed, but also the mediated effect formed 
by eCRM is detected. It is reasonable for us to deduce that the website should adopt 
eCRM to be one of the effective methods to enhance the perceived responsiveness which 
in turn lead to a positive attitude towards the website. 
So how can a company make good use of eCRM? As eCRM is considered a new 
product and not many visitors experience using eCRM. In order to attract visitors' 
attention, the icon or entry point of eCRM on the website should be put at a prominent 
position with an eye-catching way e.g. sparkling or moving icon. 
Moreover, as eCRM is a virtual conversation environment, companies may also 
connect eCRM to a real life conversation context e.g. call center when visitors show 
interested or request for more information. Customer representatives make call to 
visitors and take an active role to further elaborate the connection to customers instead of 
being passive to accept the inquiry of customers. 
Gensys is a company providing solution to integrating call center with the Internet 
so that companies can provide an additional channel for companies' customers to contact 
them. It is believed to maximize the flexibility of the integration because eventually 
there may be another upgrade of the CRM system. Is there an eCRM system can 
integrate with companies' traditional CRM? Gensys integrates the email correspondence 
to and from the customers into the CRM system for future market analysis and 
development. Specialists suggest that there is a lot going on in the eCRM world today, 
from strictly web-based applications to enhance companies' site to traditional CRM 
companies bringing their solutions to the Web. 
World-of-mouth is a key element to develop customer loyalty and relationship which 
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definitely helps promoting return business and also generating new business as 
messaging with customers, there are also chances for customer representatives to promote 
the business proactively instead of providing information to customers in a passive way. 
In order to achieve the above goals, eCRM is not the only tool. Companies have to 
train up their customer representatives to provide service of quality e.g. knowing better 
about the products, how to relieve customers' complaints, and knowing more about 
customers' perception. 
However, eCRM only impacts on perceived responsiveness but not on perceived 
convenience, perceived disadvantages and perceived ease of ordering. It will be a great 
insight for those have expanded or are going to expand their businesses to web base. As 
eCRM is the part of long term development and investment to a company, it is necessary 
for a company to clearly define their marketing positions based on their product 
characteristics, business nature and scale of economies before proceeding to the age of 
eCRM. As eCRM only effectively enhances the perceived responsiveness, eCRM will 
be a good choice to retail business whose customer services will directly affect the 
transaction i.e. service-oriented business e.g. financial consultant service, booking of 
flights and hotel etc. On the contrast, some of the industries rely on physical transaction 
e.g. food retailers, clothes and shoes sellers etc. may not be benefited from installing 
eCRM. Since the adoption of eCRM can do nothing with perceived disadvantage, it 
will be unwise for a company to invest a lot on eCRM without taking care of the risk 
concern of online shopping and the price issues. 
A point to notice is that a lot of mistakes have been made by companies thinking 
that what they were doing is displacing phone calls with much cheaper web hits. Then, 
if visitors look at their web sites, they do not list their customer service hotline number, 
and it is as if they do not want customer to call, and so the whole thing is backfiring and 
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the customers get frustrated. The ability to go between a telephone call center and a 
web site for assistance is the eCRM. So the notion of being able to interact with the 
customer and make companies assessable when and how they want is the answer, and to 
do that in a way that both satisfies them but also lowers companies' costs. 
Three is a lot going on. Although there is no a model to cite for integrating the 
applications like eCRM, live help, VOIP etc., some companies have products that will 
integrate with traditional CRM solutions which maybe useful to promote the customer 
service to another advanced stage. 
Limitation 
The main limitation in this study is the pool of participants. As most of them are 
university students which may affect the perception towards eCRM inherently. Their 
degree of acceptance may tend to be higher than the counterparts. They will be more 
likely to try and favor new technology and take the risk. Also, the peer pressure from 
classmates may affect their attitudes towards the web site to a certain extent instead of 
their own attitudes. 
Moreover, as the experiment was not conducted in a real natural surfing 
environment, subjects were specifically requested to surf the internet under artificial 
situation which was much different to the subjects' usual browsing environment. It 
might affect the subjects' intention of surfing as well. 
Furthermore, as eCRM is still a relative new product and no company adopted in 
their web site. Therefore, we adopted a website in US which selling flowers in US 
while the subjects were from Hong Kong. It may be difficult for subjects to imagine 
their ordered flowers shipped from US to Hong Kong and thus not able to create the 
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sense of reality to subjects which results in deviation. 
Finally, as the web site is a retailing web site which certainly is much different from 
a web site selling service. As a transaction of service can be finished over the web site 
even without physical contact between service providers and recipients while delivery of 
products is involved in the transaction of a retail product. Therefore, it creates 
difficulties to apply the results obtained to the service industry. 
Future Research Direction 
Regarding to the issue suggested above that the service-oriented business may be 
benefited more than those non service-oriented, we suggest that further research can be 
conducted to examine the effect of eCRM on both groups which may bring more insights 
to the business developers. It would be an interesting issue for researchers to establish 
two web sites selling products or services and see if the effect of service is comparable to 
that of products. 
In the experiment, we did not address the issue of peer pressure which is believed to 
be one of the determinants in the attitude towards online shopping according to the 
attitude-toward-behavior model. It is a good idea to further study the effect of peer 
pressure and societal perception to provide a wider picture. 
Moreover, as we have mentioned above that the experimental environment does not 
imitate real practical situation sufficiently which may influence the results obtained. In 
order to have a more realistic picture of how eCRM functions, companies should conduct 
a research by using two web sites with and without eCRM and examine the true 
responses of customers. Companies can develop two web sites with and without eCRM 
and obtain data in a real context which certainly provides a more practical and convincing 
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argument. 
Finally, it would be interesting to conduct the comparison research among different 
places as the mentality of different culture may result in different results. For example, 
contrasting the interaction between the web sites in China and subjects in US with current 
study may provide insights for designing web sites tailored made for westerners and 
Chinese. Hopefully the results will be more practical and comprehensive to apply in 
real commercial context and generate higher revenue. 
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TABLE 1 
RESULTS FROM MANCOVA BY PATH ANALYSIS 
Parameter 
Hypotheses Estimates 
Hi： eCRM —> perceived convenience (yn) -0.037 
H2： eCRM — perceived responsiveness (丫21) 0.88* 
Hs： eCRM — perceived disadvantages (丫31) 0.12 
H4： eCRM —> perceived ease of ordering (丫41) 0.27 
H5： eCRM — attitude towards online shopping (丫51) 0.18 
H6： Perceived convenience — attitude towards online shopping (P51) 0.40* 
H7： Perceived responsiveness -> attitude towards online shopping (P52) 0.34* 
Hg： Perceived disadvantages — attitude towards online shopping ( P 5 3 ) -0.17* 
H9： Perceived ease of ordering attitude towards online shopping (P54) 0.016 
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Instruction: Thaiik you very much for spending your valuable time with us here. We are 
conducting a study to understand your perceptions and attitudes toward online shopping. Please 
be assured that the information obtained fi.om you will be treated in the most professional 
manner and will be used for academic purpose only, Please follow the following steps to 
Assume that you are thinking about sending a gift such as flowers to yoiir love one (e.g.. 
bo>fi-ieiid girlli itnd, pai-erits) on his or her coming birthday. You have a TJS$50 budget for this 
birthday gift‘ Please visit a web site called 1-800-flowers.com and browse for a gift for your . 
love one. Take your time to check out the gift items available in Hie web site. … - • 
After finishing your browsing, please fill in your assigned ID in the box and then answer the 
questionnaire below. Keep in mind taht there is no right or wrong answer. Please answer 
according to your true feelings about the statements. 
i .:.「.. 
1. Shopping for gift online enables me ro get my gift more quickly. 
2. Shopping for gift online is very convenient because I can shop at home without the hassle 
3. lean save a lot of time by shopping for gift online. 
. A g r e e . …，，， ’ . .…•. P^^agree ？ 赏 J 
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Instruction: Thank you very much for spending your valuable time with us here. We are 
conducting a study to underhand your perceptions and attitudes toward online shopping. Please 
be assured that the information obtained from you will be treated in the most professional 
maimer and will be used for academic purpose only. Please follow the following steps to 
Assume that you are thinking about sending a gift such as flowers to your love one (e.g.’ 
boyfriend, girlfi iend parenrs) on his or tier coming birthday. You ha\ e a US$50 budget for this 
birthday gift. Please visit a web site called l-SQO-llowtfr>-.com and browae for a gilt for your 
love one. Take your lime to check out the gift items available in the web site. Please also 
cnnracn^cii^oiiLcr .•jcfvicc for information about sending gift to asgiaied placc^  
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Aller finishing your browning, please fill in your assigned ID in the box and then answer the 
questionnaire below. Keep in mind taht there is no right or wrong answer. Please answer 
according to your true feelings about the statements. 
1. Shopping for gift online enables me to get niy gill more quickly. 
2. Shopping for gift online is very convenient because I can shop at home without the hassle 
3. I can save a lot of time by shopping for i>iit online. 
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Connected With Renlsa R. 
Renisa R says, Good morning, my name is Renisa R. 
Renisa R says, How can I help you? 
You say, Hi, if i buy a buddle of flowers, can you send It to Japan tomorrow night? 
Renisa R says, International deliveries take 2 business days. If the order is placed today (05/07) then the order will be delivered 
You say, how much does it cost? price of the flowers and delivery charge. 
You say, can the flowers bundled with a 只resting card? 
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Construct 1 - Perceived Convenience 
1.1 can save a lot of time by shopping for gift online. 
2.1 can save a lot of time by shopping for gift online. 
3. It is much more convenient to order and pay for gift online than to do so in the gift 
shop. 
4. Shopping for gift online is very convenient because I can shop at home without the 
hassle of going to the gift shop. 
5. Shopping for gift online enables me to get my gift more quickly. 
6. Online shopping is compatible with my busy lifestyle. 
7. Shopping for gift online is very convenient because the gift will be sent directly to the 
receiver. 
8. Online shopping is good for me because I spend a lot of time with computer. 
Construct 2 - Perceived responsiveness 
1. The web site provides me with a mechanism to request for more information. 
2.1 can contact the web site for more information easily. 
3. The web site has been designed to be responsive to my requests. 
4. The web site has been designed with the focus on the needs for more information of 
customer like me. 
Construct 3 - Innovativeness 
1. In general, I am among the first in my circle of colleagues to try online shopping. 
2. If I heard that online shopping for a product was available, I would typically be 
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interested in trying it. 
3.1 like to shop online for gift online before other people do. 
Construct 4 一 Perceived disadvantage 
1. Shopping for gift online is expensive because products sold on the web site are 
generally more expensive than the same products in the retail outlet. 
2. Shopping for gift online is expensive because I need to pay a very high shipping and 
handling fees. 
3. Shopping for gift online is risky because it is easy for someone to steal my credit card 
number. 
4. It is risky to buy gift online because I cannot see the gift by my own eyes. 
Construct 5 - Perceived Ease of Ordering 
1. The process of ordering and payment for the gift is easy. 
2. The ordering and payment is very complicated. 
Construct 6 - Attitude towards online shopping 
1. My overall attitude toward the product is very positive. 
2. My overall feeling toward this website is very favorable. 
3. Overall, I think I like the idea of shopping for gift from the web site. 
4. If I need to send a gift, I intend to order it from the web site. 
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